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ABSTRACT  
Universities are obligated to play a role in developing and nurturing students, preparing them 
to venture into the real corporate world. Innovation, commercialisation are part of the corporate 
world, therefore it is important to understand if students would prefer Innovation and 
Commercialisation to be taught as part of their curriculum. To answer this question, the research 
conducted was inherently focused on 3rd year IKM students. Using descriptive statistics with 
frequency analysis, 134 questionnaires were handed out to the 3rd years to obtain and analyse 
the overall view of how they personally perceive Innovation and Commercialisation being part 
of their university curriculum. IKM honours students were also included, using semi-structured 
interviews and content analysis, 5 interviews were conducted to gain an idea of how beneficial 
the honours students felt it would be and whether they would have chosen it themselves. The 
IKM honours students reflected on the IKM principles that they felt would best suit innovation 
and commercialisation. The principles listed were the “Keep It Short and Simple (Kiss)” 
principle, the “Figure It out (FIO)” principle, the PAERETO principle, and the business canvas. 
With the data gathered, it was discovered that the majority of the 3rd year students felt there was 
a need for Innovation and Commercialisation to be formally included as part of the university 
curriculum. The IKM honours students all felt strongly towards Innovation and 
Commercialisation being part of the curriculum, with most even hoping it could’ve been added 
while they were still in their undergrad degree. With all the research conducted and data having 
been gathered, it reflected on the IKM honours students regretfully feeling they did not know 
enough about Innovation and Commercialisation and wishing they had the opportunity to have 
had it as part of their curriculum. The overall results reflect students perceiving Innovation and 
Commercialisation as being beneficial if added as a curriculum. In practice, the results reflected 
on a lack of knowledge as to exactly what Innovation and Commercialisation comprises of 
presently, honours students included. 
Keywords:  Innovation for Commercialisation, University Curriculum, Strategic Information 
Management Principles, and Information and Knowledge Management (IKM).  
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1. INTRODUCTION 
Universities teach Innovation and Commercialisation by merely adding it in a pre-existing 
module such as business management, strategic information management or strategic 
management. However, Innovation and Commercialisation is a large discipline that may have 
a large influence. This is reiterated by Aljohani (2015) who states that Innovation and 
Commercialisation can be seen as of vital importance to students branching towards 
entrepreneurship. Universities are obligated to play a role in developing and nurturing students, 
preparing them to venture into the real corporate world. Innovation, commercialisation are part 
of the corporate world, therefore it is important to understand if students would prefer 
Innovation and Commercialisation to be taught as part of their curriculum.   
Innovation and Commercialisation have gathered more attention in the outside world. Booysen, 
(2010) states that Universities are increasingly criticized for failure in innovation and 
entrepreneurship education with their extensive focus on storytelling about entrepreneurs, 
business planning competitions and lean start. Students that want to venture into 
entrepreneurship tend to assume that an idea can be simply turned into a viable working 
business. However, they need to be fully aware that there are elements involved between 
innovation and commercialisation. IKM is important in innovation because future knowledge 
is governed by existing knowledge, which then leads to innovation (Ermine & Saulais, 
2012:417). Therefore, the focus is rightfully on IKM in this instance, as the core focus of IKM 
is information and knowledge. Providing students with the tools to develop novel ideas, 
techniques and products that can enter the market for the welfare of various stakeholders 
including the students, universities and society must become a priority of tertiary institutions 
(Vanderford, & Marcinkowski, 2015). 
It can be argued that there is a gap between students having an actual need for Innovation and 
Commercialisation as part of their university curriculum, and the actual innovation capabilities 
being optimised after they have been taught as per university curriculum. Murray and Roberts 
(2014) further state that there may be innovation activities that underpin the commercialisation 
attempts of universities, and these are seldom translated into commercialisation success. It is 
therefore clear that the generation of ideas is not sufficient to commercialise innovations (Datta, 
Jessup & Reed, 2013:148). 
This article recognises the importance of putting the student first, giving the student a chance 
to have an input on whether they perceive Innovation and Commercialisation should be part of 
their teaching curriculum or whether they are against it. This article promotes an entrepreneurial 
mind-set, with the overall purpose of allowing students to have all the information to their 
disposal, preparing them to venture straight into entrepreneurship after university if they so 
wish. Using descriptive statistics with frequency analysis, 134 questionnaires were handed out 
to the 3rd years to obtain and analyse the overall view of how they personally perceive 
innovation and commercialisation, seeing how it can become of influence in being part of their 
university curriculum. IKM honours students were also included, using content analysis, 5 
interviews were conducted to gain an idea of how beneficial the honours students felt it would 
be and whether they would have chosen it themselves.  
IKM 3rd years and honours students were used in gathering the data. The honours students 
identified the business principles that they perceived to be beneficial in innovation and 
commercialisation.  
In this article, Both IKM 3RD year students and IKM honours students reflect favourably on the 
need for Innovation and Commercialisation to be part of the university curriculum. This 
information will potentially result in IKM students being thoroughly prepared to penetrate the 
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market. Students felt empowered as they were able to voice their opinion on whether they see 
a need for Innovation and Commercialisation teaching as part of their university curriculum. 
This also serves as key information for other IKM students should he/she plan to pursue 
innovation and commercialisation. Furthermore, IKM principles that best suit Innovation and 
Commercialisation were identified. 
2. CONCEPTUALISATION OF INNOVATION AND COMMERCIALISATIONIN 
HIGHER EDUCATION 
In the knowledge based economy, Innovation and Commercialisation are very important 
elements in achieving and sustaining competitiveness both in the private sector and the overall 
economy (Bansi, 2016:5). In this hypercompetitive landscape, being able to innovate and 
commercialise your product or service is increasingly vital to ensure future prosperity. Higher 
education institutions are at the front line of this new pragmatic change because they provide 
students with skills and knowledge needed to actively participate in the creation of new 
products, processes and services. Thus, the ability of students to innovate and commercialise 
can have a positive impact on the economic development of a country (Bansi, 2016:5). 
Understating innovation and commercialisation is crucial in order to understand its relevance 
to Higher Education Institutions.    
2.1 INNOVATION AND COMMERCIALISATION 
According to Bansi (2016:5), innovation can be defined as the process of conceiving, 
developing and implementing ideas which will result in the generation of new products, process 
and services. Innovation thus involves the process of generating novel ideas, processes or 
products (Bansi, 2016: 6). Innovation is linked to the creation of value, it is thus the customer 
who determine the value of a product or service. Innovation is thus a product or service that is 
not only new in a specific context and time but it also creates value for users (Kumar, 2013:1). 
The concept of innovation can also be defined as the discovery of new industry market, a new 
raw materials that has a certain market value and also the modification of an already existing 
product or service (Popa, Preda & Boldea, 2010:152).  Innovation can be further defined as the 
process of implementing a new valuable product or service to the market, it can be in form of 
an improved business process or practice (Tiwari, 2008:1). Therefore higher education 
institutions need to properly understand innovation and the need to commercialise those 
innovation which are created in the universities.   
Commercialisation can be defined as the process through which a products or services are made 
available to the market (Laine, 2015:45). This process is often divided into phases, from the 
development of the idea about the product or service to the actual introduction of the product 
or service (Laine, 2015:45). The Australian government (2003) goes even further by defining 
commercialisation as the process involved in the transformation of ideas, knowledge and 
inventions into wealth for people, institutions, organisations and even the society at large. Tanha 
(2011:23) states that commercialisation is viewed as a subset of innovation process which 
comprises trials or studies. According Bansi (2016: 79) commercialisation is a process that 
involves the transformation of academic knowledge into a commercial product, this ensures 
that the innovation created within an academic setting is explored for economic growth of a 
country.  
Commercialisation can further be defined as a process of organising and preparing a product 
for profit gain. It is also the introduction and presentation of a new ideas, product and service 
to the market in order to earn profit or the act of turning an idea into a commercial activity 
(Alsani, Eftekhari, Hamidi & Nabavi, 2015: 132). Commercialisation in Higher Education is 
defined as the continuous act of obtaining and developing ideas and introducing them to the 
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market through teaching and learning and research.  It significant for universities to equip their 
students and the staff with skills that are relevant to entrepreneurship in order to ensure that 
their innovations are implemented or commercialised (Bansi, 2016: 79). Entrepreneurialism 
within universities ensures that a university undertakes certain academic activities that are 
related to commercialisation and business like mined ventures in order to commercialise 
products.   
For a product to be considered as eligible for commercialisation it must add a certain value that 
can be translated into overall profitability.  According to Li and Morgan (2010:254) it is only 
towards the end of the twentieth century that universities around the world understood that they 
had in their possession three important ingredients that are essential to continued growth and 
prosperity. Reamer, Iceman and Yotie, (2003:21) finds that there are three ingredients are highly 
trained specialists, expert knowledge and scientific advances that could help students turn their 
ideas into valuable and innovative products or services that could be commercialised. Part of 
instilling entrepreneurship, innovation and commercialisation of ideas ensuring that the 
university curriculum consists of such activities in the teaching and learning activities 
(Booysen, 2010:04). This will ensure that students are taught on the various processes involves 
in the commercialisation of products. In the South African context is that there is a low rate on 
innovation and commercialisation within their curriculum and the ability to bring new ideas 
into the market through teaching and learning and research (Booysen, 2010:04).   
An institution ability to incorporate commercialise and innovative modules can have a 
significant impact on markets which will have a positive impact on the general economy (Datta 
& Reed, 2013:150). Helping students develop skills and knowledge that will help them 
commercialise their ideas is of strategic importance to tertiary institution. This ultimately create 
an entrepreneurial university which focuses their academic teaching and learning on turning 
ideas into business or commercialising innovation, thus is vital to understand the significant of 
incorporating innovation and commercialisation within a university curriculum.   
2.2 INNOVATION AND COMMERCIALISATION IN UNIVERSITY CURRICULUM 
According to Perkman, Tartari and McKelvey, (2013:3) universities are organisations that 
perform a key role in educating large proportions of the population and participate in the 
creation of knowledge. In recent years, universities have started to develop an additional role 
by providing links between users and thus enhancing the process of technological transfer 
between the various channels that are essential for the establishment of these links. The 
commercialisation of academic research and findings has resulted in major attention both in the 
academic world and the policy community (Berggren 2016: 6). 
According to Bok (2003:3) Commercialisation in a university context refers to the efforts of 
selling university work for a profit, this practice was mainly concentrated in athletic programs. 
But in today’s hypercompetitive landscape universities are starting to understand the need to 
teach students the value of making money through their innovative ideas. Caulfield and Ogbogu 
(2015) states that the growing emphasis on commercialisation in universities is exerting 
pressure on students and academics to misrepresent their findings and outcomes. The authors 
go further in stating that the increasing emphasis on commercialisation can be a source of 
potential risks and problems for institutions. 
Ractcliffe (2015) points out that in recent years, universities have been facing protest from 
students who feel that commercialisation in university should be part of university curriculum.  
Schafer and Richards (2006:156) states that Innovation and Commercialisation should be taught 
in universities, because it provides students valuable experience and thus contributes 
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significantly in developing attributes that graduates find hard to develop in other modules. 
Students who were taught about the endless opportunity of commercialisation and innovation 
were more motivated to become entrepreneurs (Schafer & Richards, 2006:157). To support 
commercialisation many universities around the world have developed specialised incubator 
structures that provides internal supports and procedures. Commercialisation has become an 
important way for students to contribute to economy and society (Wonglimpiyarat, 2014:337). 
Bansi (2016:83), states that there is an ongoing debate on whether entrepreneurship, innovation 
and commercialisation is included within the university academic curriculum, specifically with 
references to university purposes and policies. Gaining profit, creation employment and 
growing the country’s economy will rely on continuous encouragement to commercialise ideas 
through research and also through instilling the culture of business venture activity through 
university teaching and the curriculum (Bansi, 2016:83). Universities should give more 
attention in the role the curriculum in increasing entrepreneurial university and ensuring the 
commercialisation of innovations.       
2.3 INNOVATION, COMMERCIALISATION AND STRATEGIC INFORMATION 
MANAGEMENT PRINCIPLES 
According to Kaplan (2012:19), there are strategic information management principles that can 
help spark the process of innovation and commercialisation. Kaplan (2012:19) finds that 
principles such as the value proposition canvas are very important concepts that can help student 
understand that developing a product or service that is perceived as adding value to the customer 
can result in strong sales.  
The value proposition principle help understands who your customers are in order to provide 
them with services and products that they need. Having an innovative idea and commercialised 
it is not enough (Kaplan, 2012:20). Teaching students to understand the importance of other 
IKM principles should be a very important component of every academic curriculum (Kaplan, 
2012:20). There is therefore a need to identify IKM principles that can best suit the Innovation 
and Commercialisation process.  
Strategic information focuses on developing business strategies. A strategy can therefore be 
defined as an idea, thus strategic information management provides the steps that needs to be 
followed in order for the idea to be translate into viable business strategy. Kline and Hulman 
(2013) find that the business model canvas in a strategic information principle that provides a 
framework that integrates market themes and also encourages innovation and 
commercialisation. The integration of the market content in the canvas also helps students 
developing ideas that are feasible.  
3.1. AIM OF RESEARCH 
The aim of this research is to find out what the perception is of third year IKM students on the 
need for Commercialisation and Innovation as part of the university curriculum and if there is 
a need to establish the most relevant principles of IKM that can be used to enhance Innovation 
and Commercialisation. 
3.2. OBJECTIVES OF RESEARCH 
 To determine to what extent there is a desire or need for Innovation and Commercialisation 
in the University curriculum.  
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 To determine the benefits of implementing the Innovation and Commercialisation as part 
of the curriculum. 
 To establish IKM principles best suitable for innovation and commercialisation. 
4. METHODOLOGY DESIGN 
4.1. RESEARCH METHODS 
The research method that was used for the research conducted was a mixed- method complex 
approach. This approach consists of two separate approaches namely, qualitative and 
quantitative which makes up the “mixed” side of things whereas the “complex” refers to the 
two research instruments that were used to extract the data namely questionnaires and 
interviews.  
4.2. SAMPLING 
Non- probability sampling was used to gather the respondents of the questionnaires which were 
third year IKM students and the interviewees which were IKM honours students. The specific 
type of non- probability sampling method that was used was the purposive sampling method. 
The sampling size for the data collection from the questionnaires was 134 students and the 
sampling size for the interviews was five interviews. 
4.3. DATA COLLECTION 
Semi- structured interviews were conducted with the five IKM honours students to gain 
qualitative primary data not only on their perceptions on the need for Innovation and 
Commercialisation to be part of the curriculum but also to gain insight from them on what they 
believe the most suitable IKM principles are, that can be used to enhance Innovation and 
Commercialisation. The interview was transcribed by taking down notes of interesting points 
and themes raised by the honours students. 134 self- completed questionnaires were handed out 
to third year IKM students at a Higher Education Institution in South Africa whilst they were 
in an IKM class and each student had an unlimited time to complete their own questionnaire 
which was then handed back to the researcher thereafter. Before conducting each interview and 
handing out of questionnaires, the interviewees and respondents were made aware that their 
identity would remain anonymous. They were also informed on what exactly the research is 
about and what is required of them. A consent form was given to each respondent before 
proceeding with the process which they will then sign and then proceed with the completing of 
the questionnaires. 
4.4. DATA ANALYSIS 
The data analysis technique that was used to analyse the qualitative data collected was the 
descriptive content analysis method (interviews). The data analysis technique that was used for 
the quantitative data collected (questionnaires) was descriptive statistics with frequency 
analysis. Content analysis can referred to as method used to analyse written and verbal 
messages communicated. Content Analysis enables a researcher to test issues related theory in 
order to understand the data collected and also gain insight and knowledge (Elo & Kynas, 
2008:108). On the other hand descriptive statics with frequency analysis refers to the process 
of gathering, classifying, analysing, measuring and interpreting the acquired quantitative data 
through a systematic manner. This technique allows preference to numeric and graphic process 
of summarising data collected through an understandable and clear manner. It also enables a 
researcher to simply large data and allows the identification of patterns and inferences in the 
quantitative data collected (Jaggi, 2017:01).       
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By analysing the qualitative data collected (interviews), content analysis was used to determine 
which themes are reoccurring throughout the results based on the objectives that were identified 
before undergoing the research.  A colour- coding system was used to identify the different 
themes that were found based on the objectives. Data from the interviews were extracted as 
evidence to support the reoccurring theme in the data and although each honours student had 
their own opinion and perceptions on the topic, when viewing the results of the various answers 
there was underlying themes that presented itself in the data.  
In the analysis of the quantitative data collected (questionnaires), descriptive statistics with 
frequency analysis was used because it provides a general assumption from the statistics 
gathered from what majority of the third-year students feel about the need for Innovation and 
Commercialisation as part of the university curriculum. Since a sample population was selected 
for the gathering of the quantitative results, this means that descriptive statistics with frequency 
analysis was used to infer from the selected sample what the population might feel about the 
issue at hand. Furthermore, descriptive statistics with frequency analysis helped the researcher 
identify the number of people that said a certain thing and allowed for a comparison and contrast 
to occur based on what was said by the students and ultimately determine if majority felt that 
there was indeed a need for Commercialisation and Innovation to be part of the curriculum or 
if there was not. In essence, both methods of content analysis and descriptive statistics with 
frequency analysis were combined in order to compare and contrast the various statistics of a 
point that may have stood out in the questionnaires and then using the interviews, evidence of 
this particular point would be supported by what the honours students had said. 
4.5. LIMITATIONS 
The issues that were faced regarding the collection of the qualitative data (interviews) was that 
a student that was scheduled to be interviewed was unavailable to meet thus a quick decision 
to interview another student that was available at the time, was made and the problem was 
resolved very quickly. Furthermore, having a relatively small sample size for the qualitative 
research was not as beneficial because if the number was larger, more specific results could 
have been gathered rather than a generalisation for example the fact that only a few of the 
students could name the various IKM principles that could be used to enhance Innovation and 
Commercialisation whereas if we had more students to interview, we could have received more 
detail in that area. Furthermore, Innovation and Commercialisation is a broad concept; this 
study only focuses on principles of relevance to information and knowledge management and 
Curriculum (re)design is a pedagogical topic; this study does not involve a pedagogical study, 
instead the need to include Innovation and Commercialisation in the curriculum of IKM 
module. 
5. RESULTS AND ANALYSIS 
A QUESTIONNAIRE WHICH CONSISTED OF THE BELOW QUESTIONS WAS 
HANDED TO 3RD YEAR STUDENTS AND THEY WERE INSTRUCTED AS 
FOLLOWS: 
Instructions: Please put a tick on Yes      or No       in the box next to the answer of your choice.  
Q1. Do you know what innovation is?  
Q2. Do you know what commercialisation is? 
Q3. Do you have any desire to be an innovator or entrepreneur? 
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Q4. Do you think that Innovation and Commercialisation is essential within Information and 
Knowledge Management? 
Q5. Do you feel that opportunities for student’s innovations to thrive tends to be overlooked?  
Q6. Would you recommend the university to integrate Innovation and Commercialisation 
within the university curriculum?  
Q7. If Innovation and Commercialisation were taught as part of the university curriculum, do 
you think this could transcend in a form of success for students and anyone wishing to venture 
in entrepreneurship? 
Q8. If Innovation and Commercialisation were part of the university curriculum, would you 
choose it as a module?  
Q9. Do you think having knowledge on the various steps in Innovation and Commercialisation 
may have a positive impact in your future as an entrepreneur? 
Q10. Has the university curriculum at present inspired you in pursuing innovation and own your 
own business as an entrepreneur? 
5.1 THE NEED FOR INNOVATION AND COMMERCIALISATIONIN UNIVERSITY 
CURRICULUM DESIGN 
 
Figure 1: Need for Innovation and Commercialisation as part of the university curriculum 
Understanding what Innovation and Commercialisation is, is essential in determining if there 
is a need for Innovation and Commercialisation as part of the university curriculum.  
Question 1-2: What Innovation and Commercialisation is 
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When asked if the students know what innovation is, one hundred and thirty- two students knew 
what innovation and is while two did not. However, also when asked if they are aware of what 
commercialisation is Eighty six students replied yes, while forty eight students indicated no. 
Question 3: The desire to be an innovator or entrepreneur 
Eighty six students responded that they would like to be an innovator or entrepreneur while 
forty eight students do not want to be an innovator or an entrepreneur. However, one hundred 
and twenty nine students claimed that they would recommend it to be part of the university 
curriculum; this indicates that the majority of students would like Innovation to be taught 
despite the forty eight who do not want to be innovators. 
Question 4: Innovation and Commercialisation as an essential component within 
Information and Knowledge Management 
One hundred and thirty students responded that Innovation and Commercialisation is essential 
within the IKM course whereas four students do not express the same view. However, eighty 
six students claimed that they would like to be an entrepreneur one day. 
Question 5: Opportunities for student’s innovations to thrive tends as being overlooked 
One hundred and one students feel that opportunities for student’s innovation to thrive are 
overlooked whereas thirty three students do not feel the same.  
Question 6: Recommending the university to integrate Innovation and Commercialisation 
within the university curriculum  
 One hundred and twenty nine students would recommend Innovation and Commercialisation 
to be part of the university curriculum whereas five students would not recommend it.  
Question 7: Innovation and Commercialisation being taught as part of the university 
curriculum, do you think this could transcend in a form of success for students and anyone 
wishing to venture in entrepreneurship 
One hundred and twenty eight students think that if Innovation and Commercialisation were to 
be part of the university curriculum it would transcend into a form of success for them whereas 
six students think that it would not. 
Question 8: Innovation and Commercialisation as part of the university curriculum, would 
you choose it as a module 
One hundred and twelve students would choose Innovation and Commercialisation as a module 
if it was part of the curriculum whereas twenty two students would not. However, when 
previously asked if students have a desire to be an innovator or entrepreneur, one hundred and 
seventeen said yes and seventeen said no.  
Question 9: Having knowledge on the various steps in Innovation and Commercialisation 
may have a positive impact in your future as an entrepreneur 
One hundred and twenty nine students think that having knowledge on the steps on Innovation 
and Commercialisation will positively impact their future as potential entrepreneurs whereas 
five students do not.  
10 
 
Question 10: Has the university curriculum at present inspired you in pursuing innovation 
and own your own business as an entrepreneur 
Seventy three students feel that the current university curriculum has inspired them in pursuing 
innovation as well as becoming an entrepreneur whereas sixty one feels that the university 
curriculum at present does not inspire them to pursue innovation and becoming an entrepreneur 
in their own right.  
5.2 THE MANNER IN WHICH IMPLEMENTATION OF INNOVATION AND 
COMMERCIALISATIONAS PART OF THE UNIVERSITY CURRICULUM WILL 
BENEFIT STUDENTS 
Five honours students interviewed believe that implementing of Innovation and 
Commercialisation as part of the university curriculum will be beneficial to students. One 
student finds that the implementation of Innovation and Commercialisation will “benefit [her] 
for maybe encouraging [her] to put [her] ideas to use”. Another student goes even further by 
stating that “Innovation and Commercialisation would be a benefit, because a lot of students 
that come within the course, first years, are quite confused as to why they are doing Information 
Management. So, commercialisation would be a great module that will allow them to 
understand the course more”. Adding to this statement, another student states that “it will help 
students understand how companies go about actually doing the commercialisation cycle in 
depth, more practical. So, you know it in paper but you don’t know it in practice. I think having 
it as a module will help a lot”. This is a clear indication that students need to be taught what 
innovation and commercialisation, specifically on the clear detailed process involved in getting 
their ideas to be commercialised.  
Another student finds that commercialisation and innovation as part of the university 
curriculum can be help students become better entrepreneurial, he states that” none of the 
modules really taught or challenged your thinking and say this is how you become an 
entrepreneur, I don’t think that we get enough exposure to being in the entrepreneurs’ shoes”.  
An honours student finds that Innovation and Commercialisation has a module will help junior 
students to better understand their course and what it entails, he states that” first years are quite 
confused as to why they are doing Information management, so commercialisation and 
innovation would be a great module that would allow them to understand the course more. The 
research participant clearly gives an indication that there is actually a need for innovation and 
commercialisation to be included within the curriculum and the fact that it will be beneficial to 
them. 
One of the honours student interviewed finds that an Innovation and Commercialisation module 
will help student to think outside the box, as he states” I think it is a good idea to kind of rewire 
our brains a bit, cause we taught in parrot fashion and learning how to think differently will also 
help us later in our careers. You may have been taught how you can overcome a problem but if 
you aren’t taught okay this is how you can overcome a problem and think completely outside 
the box and to think innovatively, you are going to struggle a bit in business to come up with 
solutions and stuff”. With this being said, it is clearly that teaching innovation and 
commercialisation can have an impact on students experience and will encourage critical 
thinking.  
5.3 IKM PRINCIPLES BEST SUITED FOR INNOVATION AND 
COMMERCIALISATION 
The IKM principles identified by the 5 honours students interviewed include the “Keep it short 
and simple” principle, the “Figure It Out” principle, the business canvas and the “Paretto” 
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principle. One student finds that “the canvas is a really good one because it’s got market 
research in there, it’s got your customers, your competitors, it’s got your finance, and everything 
is in there. It’s perfect for a growing business and seeing if it’s viable to start a business”. 
However, another student emphasizes that “you can’t use “Keep It Simple” and you can’t use 
“Figure It Out” through managing a business with commercialisation and innovation. You need 
some kind of mind map of how you are going to put things together”. The participants 
interviews from IKM clearly states that with above SIM principles being in cooperated with the 
IKM modules with specific to Innovation and Commercialisation can be very helpful.  
6. DISCUSSION 
It is evident from the above results that although majority of the students are aware of what 
innovation is, compared to the One hundred and thirty two students that are aware of what 
innovation is- only eighty six of the students are aware of what commercialisation is. This data 
conveys that even though majority of the students believe that they are aware of what innovation 
is, they may not actually know all the elements involved in innovation that lead to 
commercialisation. The data collected from the interviews conducted emphasise that the 
students are not precisely sure about the actual steps involved in Innovation and 
Commercialisation and are very vague in their answers as one student stated “Obviously there’s 
a beginning and ending so, obviously planning would be first and then implementation would 
be at the end because if you begin something, you need to strategize. So, it’s like a plan of 
action. So, you start with planning and then you end with implementation”. 
There is a perception among students that having an Innovation and Commercialisation module 
will help students to think innovatively, most modules in the current curriculum are not helping 
students to think outside the box, as one honours students stated, “It is a good idea because it 
will kind of teach to think differently”. Having Innovation and Commercialisation within the 
university curriculum will therefore help students understand how an idea can be converted into 
a successful business venture.  
From the results, then majority of students feel that the opportunities for student innovation to 
thrive are overlooked. This is a clear indication that information and knowledge management 
students are no given opportunities to improve or develop their innovativeness.  Therefore, it is 
important to include teach and learning on innovation for student as this will benefit them in 
developing their innovative skills and ideas into value adding products.  
One hundred and twenty eight students think that if Innovation and Commercialisation were to 
be part of the university curriculum it would transcend into a form of success. The majority of 
student finds that being taught about Innovation and Commercialisation will help them to 
become successful. Most students after graduating are faced with the big challenge of finding 
a job. Having an Innovation and Commercialisation in their background will help them think 
about opening their own businesses.  
The results indicate that although many students do not wish to become innovators and 
entrepreneurs in the future, One hundred and twenty nine respondents find that they would 
recommend the university to integrate commercialisation and innovation in the university 
curriculum. This statement is supported by an honours student stating “I think it is actually a 
good idea because as students we are taught the way things are. We aren’t taught why it’s like 
this and how can we change it. So I think it would be a good idea to bring that in”. Thus, it is 
clear that Innovation and Commercialisation would beneficial to students wishing to venture 
into entrepreneurship one day as well as those who do not see themselves venturing into 
entrepreneurship.  
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Based on the data collected from the honours students, it is evident that the main principle 
identified in order to enhance Innovation and Commercialisation is the Business Canvas Model. 
The honours students believe that the business canvas model is the most suitable principle to 
use because “it’s got market research in there, it’s got your customers, your competitors, it’s 
got finance, like everything is in there, it’s perfect for growing a business seeing if it’s viable 
to start up a business”. Based on all of the individual responses, it is clear that the business 
canvas can therefore play a crucial role in enhancing the process of Innovation and 
Commercialisation of ideas.  
It is therefore possible to gather that from the above results that there is a clear need for 
Innovation and Commercialisation within the university curriculum. One hundred and thirty 
two respondents find that if Innovation and Commercialisation were to be added as a module 
they would choose it. This view is also largely shared by honours students. Some honours 
students even felt that they would have loved to have it in honours level, one respondent stating 
“some of the other modules, none of them really taught or challenged your thinking and say 
‘this is how you become an entrepreneur, and if these are the skills and this is the idea, how can 
you make it real?’” One student finds that “looking at the South African universities stand point, 
we are late in terms of innovation and commercialisation“. Another student stated that 
“Innovation and Commercialisation within the university curriculum would give students the 
benefit of being ready for the outside world”.  
7. CONCLUSION 
This article investigated the need for Innovation and Commercialisation as part of the teaching 
curriculum. IKM students were the focus in this article, both 3rd year students and honours 
students were used for this paper. With the data having been collected and evaluated, both the 
IKM 3rd year students and IKM honours students felt there is a need for Innovation and 
Commercialisation to be taught as part of the university curriculum.  One hundred and thirty 
four questionnaires were handed out to the 3rd years, as it was based on descriptive statistics 
frequency analysis analysis, to obtain an overall view of how they perceived Innovation and 
Commercialisation as being part of their university curriculum. IKM honours students were 
also included, using content analysis, five interviews were conducted to gain an idea of how 
beneficial the honours students felt it would be and whether they would have chosen it 
themselves. The data collected can be used by the university as a guide to make improvement 
in the Innovation and Commercialisation process.  
The honours students provided Kiss (Keep it short and simple), the FIO (Figure it out), Pareto 
principle and the business CANVAS as the SIM principles that can be beneficial to most 
innovation and commercialisation. This paper contributes to universities as a whole, giving 
students the opportunity to know all of the exact elements in the Innovation and 
Commercialisation process. Universities have an obligation to develop and nature students, the 
IKM students have reflected positively on how they see Innovation and Commercialisation as 
being a determining aspect of their future’ 
With the findings having reflected that the students do see a need for the Innovation and 
Commercialisation to be implemented, it is unknown whether the actual innovation capabilities 
can be optimised after they have been introduced and taught in the university curriculum. The 
students may be taught Innovation and Commercialisation as part of an official curriculum, 
with the hope that this does transcend into success, the official success is still unknown.  
Universities teach Innovation and Commercialisation by adding it in a pre-existing module such 
as business management, strategic information management or strategic management. This 
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does not guarantee a high degree of knowledge as to what Innovation and Commercialisation 
is. Innovation and Commercialisation is a large discipline, having various steps and phases into 
it, and therefore a mere mention of it in a single chapter, will not make students have a wide 
variety of understanding exactly what are the benefits of innovation and commercialisation, and 
how to transform it into success. 
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